
 

104 
 

DAFTAR PUSTAKA 

 

Afina, S., & Retnaningsih. (2018). Attitude Toward Functional Foods 
Consumption Behavior. In Journal of Consumer Sciences E (Vol. 03, Issue 
01). 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 
Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-
5978(91)90020-T  

Andika Yanutri Pambudi, & Wiyadi. (2024). Analisis Pengaruh Brand Image, 
Persepsi Harga, Promosi Dan Kualitas Produk Terhadap Keputusan 
Pembelian Produk Vans Indonesia. Al-Kharaj: Jurnal Ekonomi, Keuangan & 
Bisnis Syariah, 6(11). https://doi.org/10.47467/alkharaj.v6i11.5724  

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: 
Online Book Reviews. Journal of Marketing Research, XLIII. 

Diajukan untuk Memenuhi Persyaratan Memperoleh Gelar Sarjana Sosial Oleh, 
S., & Raihan Rafi Nim, M. (2023). Conspicuous Consumption Sebagai Gaya 
Hidup Gen Z pada Komunitas Motor Sportbike Addict Indonesia. 
https://repository.uinjkt.ac.id/dspace/bitstream/123456789/74331/1/MUHA
MMAD%20RAIHAN%20RAFI.FISIP.pdf  

Egha, H., Widiastomo, H., & Achsa, A. (2021). Strategi pemasaran terhadap 
tingkat penjualan. 18(1), 2021–2036. 
http://journal.feb.unmul.ac.id/index.php/KINERJA  

Ekonomi, J., & Bisnis, D. (2020). Analisis Faktor-Faktor yang Mempengaruhi 
Repurchase Intention Konsumen pada Situs Jual Beli Online Lazada.co.id. 
22(2). 

Lesmanah, U., Melfazen, O., & Yazirin, C. (2023). Pelatihan Digital Marketing 
untuk Meningkatkan Pemasaran Produk UMKM Ikan Asin. I-Com: 
Indonesian Community Journal, 3(4), 1719–1725. 
https://doi.org/10.33379/icom.v3i4.3338  

Luis, P. C. U., Mandey, S., & Jorie, R. J. (2019). Analisis Pengaruh Strategi 
Segmentasi Pasar Terhadap Peningkatan Kinerja Penjualan Pada Pt. 
Astragraphia Tbk Cabang Manado Analysis of The Effect of Market 
Segmentation Strategy on Improving Sales Performance in PT. Astragraphia 
Tbk Manado Branch. 7(2), 2581–2590. 

Nandy. (2022, November 9). 5 Konsep Pemasaran Beserta Kelebihan dan 
Kekurangan Masing-Masing! Gramedia Blog. 

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.47467/alkharaj.v6i11.5724
http://journal.feb.unmul.ac.id/index.php/KINERJA
https://doi.org/10.33379/icom.v3i4.3338


105 
 

 

https://www.gramedia.com/literasi/konsep-
pemasaran/?srsltid=AfmBOooJkK0ZaYBcKULbr2-6dzpz2qsqmtfcInI-
oVWcEHMCoEDPE7Os  

Nazaruddin, & Sarbaini. (2022). Evaluasi Perubahan Minat Pemilihan Mobil dan 
Market Share Konsumen di Showroom Pabrikan Honda. Jurnal Teknologi 
Dan Manajemen Industri Terapan (JTMIT), 1, 97–103. 

Nguyen, T. H., & Simkin, L. (2023). Understanding the impact of viral trends on 
consumer purchasing behavior: A conspicuous consumption perspective. 
Journal of Retailing and Consumer Services, 102–110. 

Pandiangan, K., Dwi Atmogo, Y., & Author, C. (2021). Faktor-Faktor yang 
Mempengaruhi Brand Equity: Brand Trust, Brand Image, Perceived Quality, 
& Brand Loyalty. 2(4). https://doi.org/10.31933/jimt.v2i4  

Pierre Bourdieu. (1984). A Social Critique of the Judgement of Taste (Richard 
Nice, Ed.; ISBN 0-674-21277-0). Harvard University Press. 

Purnamasari, M., & Saptadinata, A. (2023). Preferensi Konsumen Terhadap 
Produk Minuman Kopi di Lim Kopi Tangerang. 

Purwaningsih, I., Hardiyati, R., Zulhamdani, M., Laksani, C. S., & Rianto, Y. 
(2021). Current Status of Functional Foods Research And Development In 
Indonesia: Opportunities And Challenges. Jurnal Teknologi Dan Industri 
Pangan, 32(1), 83–91. https://doi.org/10.6066/jtip.2021.32.1.83  

Rahman, I. N., Nathaniel, D. A., Alva, V., & Maulana, A. E. (2022). Social 
Influence, Conspicuous Consumption, and Repurchase Intentions: Exploring 
The Role of Behavioral Factors in Functional Food Consumption. The 
Seybold Report - Scopus. https://doi.org/10.5281/zenodo.10683308  

Rohmanuddin, & Suprayogo, H. A. (2022). 
Pengaruh_Brand_Image_Dan_Harga_Terhadap_Keputusan_. Jurnal Bina 
Manajemen. https://www.researchgate.net/publication/367771386_ 
Pengaruh_Brand_Image_Dan_Harga_Terhadap_Keputusan_Pembelian_Di_
Masa_Pandemi_Covid_19_Studi_Kasus_Pada_Bisnis_Ritel_Pakaian_Sting_
Cabang_Kedoya_Green_Garden 

Sherly Dita Amandha. (2020). Pengaruh Social Influence terhadap Niat Beli pada 
Shopee (Survei Pada Mahasiswa/I Manajemen Universitas Negeri Jakarta) 
[Universitas Negeri Jakarta]. http://repository.unj.ac.id/9985/  

Sitorus, S. A., Romli, N. A., Tingga, C. P., Sukanteri, N. P., Putri, S. E., Gheta, A. 
P. K., Wardhana, A., Nugraha, K. S. W., Hendrayani, E., Susanto, P. C., 
Primasanti, Y., & Ulfah, M. (2022). Brand Marketing : The Art of Branding. 
CV. Media Sains Indonesia. 

https://www.gramedia.com/literasi/konsep-pemasaran/?srsltid=AfmBOooJkK0ZaYBcKULbr2-6dzpz2qsqmtfcInI-oVWcEHMCoEDPE7Os
https://www.gramedia.com/literasi/konsep-pemasaran/?srsltid=AfmBOooJkK0ZaYBcKULbr2-6dzpz2qsqmtfcInI-oVWcEHMCoEDPE7Os
https://www.gramedia.com/literasi/konsep-pemasaran/?srsltid=AfmBOooJkK0ZaYBcKULbr2-6dzpz2qsqmtfcInI-oVWcEHMCoEDPE7Os
https://doi.org/10.31933/jimt.v2i4
https://doi.org/10.6066/jtip.2021.32.1.83
https://doi.org/10.5281/zenodo.10683308
http://repository.unj.ac.id/9985/


106 
 

 

https://www.researchgate.net/publication/358140468_Brand_Image_dan_Bra
nd_Awareness  

Sukma Wijaya, B. (2013). Dimensions of Brand Image: A Conceptual Review 
from the Perspective of Brand Communication. European Journal of 
Business and Management, 5(31). https://doi.org/10.13140/ejbm.2013.55.65 

Watts’, D. J., & Strogatz, S. H. (1998). Collective dynamics of “small-world” 
networks. 

Yusuf, M. F., Pramana, E., & Setiawan, E. I. (2023). Faktor-Faktor yang 
Mempengaruhi Repurchase Intention Pada E-Marketplace Dengan 
Menggunakan Extended Expectation Confirmation Model (ECM). Teknika, 
12(1), 1–10. https://doi.org/10.34148/teknika.v12i1.573  

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: 
Myths and truths about mediation analysis. Journal of Consumer Research, 
37(2), 197–206. https://doi.org/10.1086/651257  

Wilson, C. (2020). Consumer purchase decisions: A study on repurchase  
        behavior. Marketing Insights Journal, 9(1), 67–79. 

Langga, F., Putri, A. W., & Pranoto, W. (2020). The relationship between 
repurchase intention and customer loyalty. International Journal of Business 
Studies, 12(2), 101–110. 

Siró, I., Kápolna, E., Kápolna, B., & Lugasi, A. (2008). Functional food. Product 
development, marketing and consumer acceptance—A review. Appetite, 
51(3), 456–467. https://doi.org/10.1016/j.appet.2008.05.060 

Keller, K. L. (2020). Strategic brand management: Building, measuring, and   
managing brand equity (5th ed.). Pearson Education. 

Cialdini, R. (1984). Influence: The psychology of persuasion. HarperCollins. 

Ali, M., & Bhasin, J. (2019). Consumer behavior and brand loyalty: The impact of 
past experiences. Journal of Marketing Studies, 14(3), 45–57. 

Huang, X., & Wang, Y. (2018). Luxury consumption and social status: A 
review. Journal of Consumer Studies. 

Veblen, T. (1899). The theory of the leisure class: An economic study in the 
evolution of institutions. Macmillan. 

Desmichel, P., & Rucker, D. D. (2024). The role of conspicuous consumption in 
social identity. Journal of Consumer Psychology, 34(1), 45–62. 

 

https://www.researchgate.net/publication/358140468_Brand_Image_dan_Brand_Awareness
https://www.researchgate.net/publication/358140468_Brand_Image_dan_Brand_Awareness
https://doi.org/10.34148/teknika.v12i1.573
https://doi.org/10.1086/651257
https://doi.org/10.1016/j.appet.2008.05.060


107 
 

 

Syarifuddin, A. (2021). Budaya ngopi dan pengaruhnya terhadap interaksi sosial 
di   masyarakat urban. Jurnal Budaya & Perilaku Sosial, 18(4), 45–58. 

 
Nadeem, W., Juntunen, M., Hajli, N., & Tajvidi, M. (2020). The role of ethical  

perceptions in consumers' loyalty to ethical brands. Journal of Business 
Ethics, 163(1), 1165–1177. https://doi.org/10.1007/s10551-020-04447-2 

 
Gultom, S. G. C., Listyorini, S., & Wijayanto, A. (2024). Pengaruh brand image, 

brand awareness, dan perceived quality terhadap repurchase intention produk 
Makarizo. Jurnal Ilmu Administrasi Bisnis, 13(3), 579-
586. https://ejournal3.undip.ac.id/index.php/jiab 

 
Fabunga Ahmad, R., & Azizah, N. (2021). Peran Sikap pada Iklan dalam 

Memediasi Pengaruh Brand Ambassador terhadap Minat Beli Produk Mie 
Sedaap Goreng Korean Spicy Chicken. Jurnal Health Sains, 2(2), 300–315. 
https://doi.org/10.46799/jsa.v2i2.183 

Nurullita, D. A., & Azizah, N. (2022). Pengaruh Relational Bonds dan Kualitas 
Produk terhadap Social Media-Word of Mouth pada Msglow Beauty. Jurnal 
Ilmiah Poli Bisnis, 14(2), 141–153. https://doi.org/10.30630/jipb.v14i2.773 

Pratama, A., & Azizah, N. (2022). Pengaruh E-WOM, Product Quality, Dan Price 
Terhadap Brand Image Melalui Perceived Value. Jurnal Manajemen Dan 
Bisnis Performa, 19(01), 113–122. 
https://doi.org/10.29313/performa.v19i01.9729

https://ejournal3.undip.ac.id/index.php/jiab

